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BMKT 413 -  SPORTS MARKETING 
FALL 2014






E-MAIL: Carol. Bruneau@ business.umt.edu
CLASS SCHEDULE: MW : 12:40-2:00 pm in GBB L09
OFFICE HOURS: Tuesdays 10:00 am-12:00 pm 
Wednesdays 2:00-4:00 pm 
and by appointm ent 
Walk-ins are always welcomed
REQUIRED MATERIALS:
Readings w ill be made available during the class.
COURSE OBJECTIVES:
Sports M arketing covers tw o  broad perspectives including the marketing OF sports and 
marketing THROUGH sports.
1. The firs t perspective includes how to  increase partic ipation in sports, how to  
increase the num ber o f spectators at sporting events, how to  increase the 
various media audiences fo r sporting events, and how to  market sporting goods 
and equipm ent.
2. The second perspective, which is o ften overlooked by sports marketing classes, is 
how to  use a sports p la tform  as the foundation o f marketing fo r nonsports 
products. Topics in this perspective include sponsorships, venue naming rights, 
licensing, and sports ce lebrity endorsements.
This course attem pts to  cover both perspectives using a com bination o f theoretica l and 
experiential pedagogy. Students w ill learn the basic concepts o f sports marketing and 
w ill com plete marketing plans fo r sports organizations.
MISSION STATEMENT;
The University o f M ontana's School o f Business Adm in istration enhances lives and 
benefits society by providing a world-class business education in a supportive, collegial 
environm ent.
We accomplish this mission by acting on our shared core values o f creating significant 
experiences, building relationships, teaching and researching relevant topics, behaving 
ethically, and inspiring individuals to  thrive.
As part o f our assessment process and assurance-of-learning standards, the School o f 
Business Adm inistration has adopted the fo llow ing learning goals fo r our undergraduate 
students:
Learning Goal 1: SoBA graduates wil 
Learning Goal 2: SoBA graduates wil 
Learning Goal 3: SoBA graduates wil 
Learning Goal 4: SoBA graduates wil 
Learning Goal 5: SoBA graduates wil 
Learning Goal 6: SoBA graduates wil 
Learning Goal 7: SoBA graduates wil 
which they operate.
COURSE EXPECTATIONS
This course is an advanced undergraduate course intended fo r marketing majors and 
o ther student who require knowledge o f consumer behavior fo r the ir courses o f study 
and chosen career paths. It is a required course fo r those choosing an option in 
marketing. Class sessions w ill be devoted to  the discussion o f selected concepts, 
research studies and applications. BMKT 325 is a prerequisite to this course. You must 
have already taken (cannot be currently taking) MKTG 360 to be enrolled in BMKT 413.
It is expected tha t students w ill approach this course in ways tha t w ill maximize the ir
learning ra ther than m inim ize the ir e ffo rt. Those students who do not approach the 
class in this way w ill suffer both in the ability  to  learn the material and in the grade thy 
w ill receive in class. The learning experience o f this class depends on student 
partic ipation by active listening, by contribu ting  to  class discussions, and by contribu ting  
consistent e ffo rt to  the process and outcom e o f hands-on exercises. Consistent 
preparation rather than pre-exam cramming is a necessity. I expect you to  have read 
the assigned chapters BEFORE class on the day they are scheduled fo r discussion. 
Preparation tim e may vary som ewhat depending on the assignment, but can be 
expected to  average tw o  or three hours per class session.
The qua lity  o f this course is heavily dependent on thorough preparation, consistent 
attendance, and spirited partic ipation. Those who are re luctant to  speak in fro n t o f 
others should use th is opportun ity  to  overcome the ir fears before entering the business 
world. The class partic ipation grade w ill be based on partic ipation during class 
discussions and in-class exercises. QUALITY o f partic ipation ra ther than QUANTITY will 
be judged. Student should expect to  be called upon at random throughout the term , 
e ither to  in itia te  class discussion or to  respond to  a question by the professor.
possess fundam ental business knowledge.
be able to  integrate business knowledge.
be effective communicators.
possess problem  solving skills.
have an ethical awareness.
be profic ient users o f technology.
understand the elobal business environm ent in
NO LATE WORK WILL BE ACCEPTED. Late w ork is defined as any w ork not turned in 
when the professor collects it on the day the assignment is due. NO EXTRA CREDIT 
WORK WILL BE ACCEPTED.
You are encouraged to  visit me during my office hours if you have any questions, 
problems, o r if you just want to  talk. If you cannot meet me during posted office hours, 
you are encouraged to  make an appoin tm ent to  meet at some o the r tim e. Also, if I am 
in my office when you walk by, I'm always w illing to  meet w ith  you.
EXAMINATIONS
Three exam inations w ill be given during this course. NO MAKE UP EXAMS w ill be given. 
If you cannot be in class during an exam ination tim e, you may then take an optional 
comprehensive final exam during finals week. You may also take the optional final if 
you wish to  raise your grade at the end o f the semester. I w ill disseminate your grades 
on the last day o f class.
SEMESTER PROJECTS
Students (in a group o f 5 o r fewer) w ill be conducting a marketing plan fo r an 
organization tha t e ither is marketing a sports product or is using sports to  market a 
nonsports product (or a nonpro fit organization tha t focuses on sports). I w ill have a list 
o f suggested clients sometime in the next one o r tw o  weeks. However, you are free to  
choose a client not on the list. Criteria are tha t the organization must be local and you 
must get the com m itm ent o f your contact to  w ork w ith  you th roughout the semester. 
M ore details w ill be provided about the contents o f the marketing plan. A t the end o f 
the semester, each group w ill present th e ir marketing plan to  the class, and hopefully, 
to  th e ir client.
CLASS PARTICIPATION:
Randomly th roughout the semester in-class projects w ill be conducted. You must be in 
class to receive credit for these assignments. For example, we w ill have several guest 
speakers during class and you must attend these presentations to  receive in-class credit. 
At the end of this syllabus is an autobiography for you to fill out and return to class on 
Monday, September 8. This w ill count as one day o f participation.
EMAIL FROM STUDENTS:
You MUST use your official UM email accounts if you wish to  email me. Otherwise, I w ill 
be unable to  respond. In addition, I expect you to  use a proper salutation and correct 
gram m ar in your emails. Please do not use text messaging abbreviations.
STUDENT CODE OF CONDUCT: All students must practice academic honesty. Academic 
m isconduct is subject to  an academic penalty by the course instructor and /o r a 
disciplinary sanction by the University.
It is the student's obligation to  be fam ilia r w ith  the Student Conduct Code, especially as 
it pertains to  academic misconduct (cheating, plagiarism, etc.), which is available on line
at http://ww w .um t.edu/SA/VPSA/index.cfm /page/1321. Please note tha t it is a form  
o f academic misconduct to  subm it w ork tha t was previously used in another course.
M oreover, as the Catalog reads (in term s o f Academic Policies and Procedures regarding 
plagiarism specifically):
" Plagiarism is the representing o f another's w ork as one's own. It is a 
particularly intolerable offence in the academic com m unity and is strictly 
forbidden. Students who plagiarize may fail the course and be remanded to  
Academic Court fo r possible suspension o r expulsion."
It continues,
"Students must always be very careful to  acknowledge any kind o f borrow ing 
tha t is included in th e ir work. This means not only borrowed wording bu t also 
ideas. Acknowledgem ent o f whatever is not one's own original w ork is the 
proper and honest use o f sources. Failure to  acknowledge whatever is not one's 
own original w ork is plagiarism."
So, ALWAYS e rr on the side o f caution by citing the resources used in preparing your 
work. M oreover, always use direct quotations fo r exact wording taken from  another 
source.
Finally, I am well aware o f the various websites where one can go to  find "free  term  
papers." Believe me, it is not w orth  the gamble w ith  your academic future.
STUDENTS WITH DISABILITIES:
The University o f Montana assures equal access to  instruction through collaboration 
between students w ith  disabilities, instructors, and Disability Services fo r Students 
(DSS). If you th ink  you may have a d isability adversely affecting your academic 
performance, and you have not already registered w ith  DSS, please contact DSS in 
Lommasson 154. I w ill w ork w ith  you and DSS to  provide an appropriate 
accommodation.
GRADING:




(Optional final exam can be taken to  replace grade o f one exam) 
Class Participation/in-class projects 10%
M arketing Project
W ritten  Reports 35%
Oral Presentation 10%
TOTAL 100%
All courses conducted by the Management & M arketing Departm ent w ill be graded on a 
+ /- basis. Below is the grade scale fo r this grading method.
A >  93 77 < C+ < 80
90 < A- < 93 73 < C < 77
87 < B+ < 90 70 < C- < 73
83 < B < 87 60 < D < 70
80 < B- < 83 F < 60
Grades w ill not be curved or rounded up.
SPORTS MARKETING COURSE SCHEDULE 
FALL 2014
DATE TOPIC_________________________________________ ASSIGNMENT
8 /26  Introduction to  Sports M arketing Read Chapter 1
SECTION I: MARKETING OF SPORTS
8/28 Sports M arketing Domains Read Chapter 2
9 /1  Labor D a y -N o  Class
9/3  Segmenting the Sports M arket Read Chapter 13
9 /8  Segmenting (Cont) Autobiography due
9/10 Sports M arketing Plan
9/15 Product Decisions in Sports Read Chapter 14
9 /17  EXAM 1: Covers all readings and materials covered in class from 8 /25
through 9 /15 . This includes any material covered by guest speakers.
9/22 D istribution Decisions in Sports Read Chapter 15
9/24 D istribution Decisions in Sports (cont.)
9 /29 Prom otion Decisions in Sports Read Chapter 16
10/1 Prom otion Decisions (cont.)
10/6  Pricing Decisions in Sports Read Chapter 17
SECTION II: MARKETING THROUGH SPORTS
10/9 M arketing through Sports Introduction Read Chapter 3
10/13 Sponsorships Read Chapter 4
10/15 Sponsorship Foundation Read Chapter 5
10/20 EXAM 2 -  Covers all readings and all material covered in class from 9 /22
through 10/15. This includes material covered by guest speakers.
10/22 Leveraging Read Chapter 7
10/27 Leveraging (Cont)
10/29 Ambush M arketing Read Chapter 8
11/3 Venue Naming Rights Read Chapter 10
11/5 Sports Endorsements Read Chapter 11
11/10 Sports Licensing Read Chapter 12
11/12 Role o f Technology in Sports M arketing
11/17 EXAM 3 -  Covers all readings and all material covered in class from
10/22 through 11/17. This includes materials covered by guest speakers
11/19 Feedback on Marketing Plans
11/24 Groups Presentations
11/26 Student Thanksgiving Travel Day -  No Class
12/1 Group Presentations
12/3 Grades disseminated
12/8 Monday, December 8, 8:00 am - OPTIONAL FINAL EXAM
PROFESSOR'S AUTOBIOGRAPHY:
CAROL L. BRUNEAU -  I was born in Stillwater, Oklahoma and had a fa irly  normal 
childhood. I attended Oklahoma State University and received a B.S. degree in 
socio logy/anthropology. A fte r graduation, I attended Arizona State University where I 
worked on an M.S. degree in archeology. I never finished th is degree, but I did have 
some great experiences conducting fie ldw ork in Israel, Arizona and New Mexico. A fte r 
dropping out o f the graduate program, I became a secretary as the u tility  o f an 
anthropology degree seemed to  be questioned by many employers. Finally, tir ing  o f not 
having any spending money, I returned to  Oklahoma State University to  w ork on an 
MBA degree. It was then tha t I discovered the wonderfu l world o f marketing tha t 
allowed me to  combine the study o f human behavior tha t I had found interesting in 
anthropology w ith  the money-making potentia l o f an MBA degree.
A fte r graduation, I worked as a M arket Research Scientist fo r Battelle Pacific Northwest 
Laboratories in Richland, Washington fo r 5 years. Battelle is the largest no t-fo r-p ro fit 
contract research organization in the world. The Battelle office in Richland prim arily 
conducts research fo r the U.S. Departm ent o f Energy and the Hanford Nuclear 
Reservation. M y duties at Battelle included being responsible fo r supplying marketing 
expertise and management to  a varie ty o f contract research projects. M ajor areas o f 
research tha t I participated in included: technology transfer and diffusion, consumer 
decision-making, innovative technology concepts, and market assessments. I was also 
the technical liaison between Battelle and eight Native American reservations located 
near the Hanford site fo r a dose reconstruction project.
A lthough I liked my w ork at Battelle, I decided it was tim e fo r a new challenge. I moved 
to  Tucson, Arizona and began working on a Ph.D. degree in marketing at the University 
o f Arizona in the Fall o f 1991. I finished this degree in 1996.
In January o f 1995, I interviewed w ith  the Management Departm ent o f the University o f 
Montana and was offered a position as an assistant professor. I am still th rilled  a fte r 
being here 15 years to  have found such a great job  in such a beautifu l place w ith  such 
great colleagues and students. I have taught M arketing Principles, Consumer Behavior, 
M arketing M anagement (undergraduate and graduate level), M arketing and Culture, 
Sports M arketing and N onprofit M arketing. I have a varie ty o f research interests 
including sensorial marketing, generational studies, qualita tive research methodology, 
sports marketing, and nonpro fit marketing
M y hobbies include wine tasting, gourm et cooking (and eating!), traveling, hiking, 
playing go lf (badly), reading, watching spectator sports (Go Griz! Go Pokes!) and 
observing human (consumer) behavior wherever it occurs. My latest sporting passion is 
IndyCar racing and I w ill be a ttending the final race o f the season over Labor Day 








Company where employed: __________________________________
(if applicable)
Year in college: __________________________________
W hat do you expect from  BMKT 413? Are there any sports marketing topics tha t you 
would specifically like me to  cover?
OVER » » » »
Please use the space below to  w rite  a little  something about yourself sim ilar to  the 
autobiography tha t I w rote . Include why you are taking this class and what you plan to  
do w ith  your degree a fte r graduation. Also, te ll me about your background (especially 
business experience tha t you have had), your extracurricular activities, hobbies or o ther 
interests, and /o r anything else you th ink  I m ight find interesting. This autobiography 
should be turned in during class on Monday, September 8.
